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 Abstract 
 The research explain the impact of consumer engagement in electronic word of mouth in 
social networking site facebook. Research method applied were quantitative method. Analysis 
was done by collecting data from questionnaire based on variables Tie Strengh, Homophily, 
Trust, Normative Influence, Informational Influence and eWOM in SNSs. It is concluded that 
variables Tie Strengh, Trust, Normative Influence, Informational Influence affecting variable 
eWOM in SNSs and variable Homophily wasn`t affecting variable eWOM in SNSs. 
 




















 Penelitian menjelaskan pengaruh keterlibatan pelanggan dalam elektronic word of mouth 
pada facebook. Metode penelitian yang telah dilakukan adalah metode kuantitatif. Analisis 
dilakukan dengan mengumpulkan data dari kuesioner yang didasarkan pada variabel Tie Strengh, 
Homophily, Trust, Normative Influence, Informational influence dan eWOM in SNSs. 
Disimpulkan, bahwa variabel Tie Strengh, Trust, Normative Influence, Informational Influence 
mempengaruhi variabel eWOM in SNSs dan variabel Homophily tidak mempengaruhi variabel 
eWOM in SNSs. 
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